This study aimed to analyze the effect of application of Maqashid Syariah on the decision of Muzaki in paying ZIS, to analyze the effect of the application of Maqashid Syariah on social marketing carried out by zakat managers, and to analyze the effect of social marketing on Muzaki decision in paying ZIS. Finally, to analyze whether social marketing is able to mediate between maqashid syariah towards Muzaki decision in paying ZIS to zakat managers. This study used the Structural Equation Model (SEM) method with quantitative descriptive analysis by using software tools, Lisrel and SPSS. in this study used a sample of 360 respondents who became muzaki (zakat payers) in Jambi province. The results of the SEM method concluded that the Maqashid Syariah variable directly affected social marketing, while not directly towards the decision to pay ZIS. Direct social marketing also influences the decision to pay ZIS. Finally, in this study, social marketing as an intervening variable provided mediation effect (direct mediation) indirect only between maqashid syariah and the decision to pay ZIS.
INTRODUCTION
The management of zakat in Southeast Asia is divided into three, the management of zakat by the government, non-government, and organizations (NGOs) . The management of zakat in Malaysia and Brunei Darussalam which has a Muslim majority population is carried out by the government. Although Islam is a minority religion in Singapore, the management of zakat in Singapore is also carried out by the government. As in Thailand, zakat is managed by NGOs and is added with zakat payments on unofficial lines, including directly to Mustahik. Among these countries are Saudi Arabia (Aldeiban, 2008) , several states in Malaysia (Ghazali, 1988) and
Pakistan (Kahf, 2000) .
While in Indonesia, the collection of zakat funds is inseparable from the role of zakat management. Related to zakat management, legislation number 38 in 1999 concerning Zakat Management, Law number 23 in 2011 concerning zakat management and governmental regulation number 14 in 2014 as its implementation rules.
Divide the two types of zakat managers where both have the same position, the Amil Zakat Agency (BAZ) and the Amil Zakat Institution (LAZ). BAZ is a zakat manager formed by the government, while LAZ is a zakat manager fully formed by the community and confirmed by the government.
The development and performance of zakat institutions is relatively slow. Some studies reported that the collection of zakat in Muslim countries is on average very low, less than 1% of GDP (Kahf, 1999) even though at the level of the collection countries may range from 0-8% of GDP (Ahmed, 2004) . This is different from Islamic banks which have shown consistent double digit growth in the last decade (Financial Times (2011 , cited in (Kasri, 2016 .
A number of studies have discussed the potential of zakat in Indonesia. The survey study of the Public Interest Research and Advocacy Center (PIRAC) showed that the potential of zakat in Indonesia has a tendency to increase every year. Based on a survey of 10 major cities in Indonesia, PIRAC showed that the average zakat potential per muzaki reached 684.550 rupiahs in 2007, an increase from the previous 416.000 rupiahs in 2004. Moreover, PEBS FEUI uses the muzaki number approach of the Indonesian Muslim population assuming 95 percent of muzaki pay zakat, it can be projected that the potential of zakat funding in 2009 will reach 12.7 trillion rupiahs (Indonesia Syariah Economic Outlook, 2010) . Then, a study conducted by Islamic State University of Jakarta Syarif Hidayatullah showed that the potential of national zakat could reach Rp. 19.3 trillion. Furthermore, the study carried out by Firdaus, et. al., (2012) This fact implies that zakat has great potential and can contribute to reduce income inequality and poverty. The increase in ZIS revenue from
year to year is a good indication. If it is seen and compared between the expected potential and the population of the majority Muslim, it is still very far from what is expected. Regardless of the potential that can be estimated and predicted, it turns out that the reality of zakat receipts is still far from expectations.
As the case, problems with zakat inequality at the national level also occur in Jambi province.
Based on research conducted by (LIPI, 2010) by using zakat levels, at least 2.5% from each sector of GRDP, it is estimated that the potential of zakat in Jambi province in 2016 reached IDR 3.2 trillion and increased to IDR 3.4 trillion in
2017.
From the results of a simple calculation of the estimated potential of zakat mentioned above, it turns out that the potential of zakat in Jambi province is quite large. Based on the report of the Jambi provincial DPRD Budget Board (Banggar), the income of Jambi province in 2017 is targeted at 4.127 trillion rupiahs or an increase of 15.75 percent from the 2016 Regional Budget (APBD) which is only 3.442 trillion rupiahs. The targeted income consists of Regional Thus, the professionalism of the amil zakat institution also contributes to the optimization of zakat receipts. One of the things needed to support the upholding of professionalism is social marketing. It is a branch of marketing and shows a specific area of marketing reflected in the area of its application, religion-based for instance, social marketing is more than just the application of marketing to social problems.
Key points of difference compared to other marketing branches, such the goals of social marketing actors related to community welfare. In addition, social marketing is a market player and social change practitioner who begins to apply marketing techniques to achieve desired social goals. The point that community well-being is not the goal, so it is not social marketing (Donovan & Henley, 2010) .
The religious marketing technique commonly known as the science or method of da'wah has long been introduced by the Prophet Muhammad.
Da'wah method is divided into three, bil-lisan, bil-kalam, bil-hal. Studies on religion marketing have been used for a long time even adopted by religion outside Islam, (Einstein, 2008 (Shidiq, 2009) .
The change in the old maqashid paradigm and theory to the new maqashid theory lies at the press point of both. The old Maqashid press point is more about protection and preservation, while the new Maqashid theory emphasizes development and rights. The proposal of (Auda, 2007) as written by Abdullah (2008) is shown as follows. Theory oriented to family protection; more concern for family institutions Keeping Intellect (al-Aql) Double mindset and scientific research; prioritizing travel to seek knowledge; suppress the mindset that prioritizes the mobility of the crowd; avoid attempts to underestimate the work of the brain; maintain and protect human dignity; safeguard and protect human rights. Maintaining honor; keeping the soul (al-'Irdh)
Maintain, protect and respect religious freedom or belief.
Keeping religion (al-Diin)
Prioritizing social care, paying attention to economic development; encouraging human well-being, and eliminating the gap between poor and rich Source: (Abdullah, 2008) 
Scope of Zakat, Infaq and Shodaqah
Zakat is one of the important pillars in Islamic teachings, that is the third pillar in the pillars of Islam. Etymologically, zakat has the meaning of developing words (an-namaa), purifying (at-thaharatu) and blessing (al-barakatu).
While in terms of terminology, zakat has the meaning of issuing some assets with certain requirements to be given to certain groups (mustahik) with certain requirements (Hafidhuddin, 2007) .
In language, zakat has the root word zakat. Mixed marketing of commercial marketing is the essence of social marketing to make a social campaign to be success (Grier & Bryant, 2005) . Other key elements of social marketing are marketing research (Walsh et. al., 1993) , audience segmentation (Grier & Bryant, 2005) , and branding (Keller, 1998) . Social marketing matures as well as an independent order with the application of a wide range of social goals.
This requires a new and better approach to the mix of social marketing.
Decision of Purchasing
Decision is defined as choosing options from several or many available. Decision making is the process of choosing between two or more alternatives, or the selection of alternatives from several/many choices available (Prasad & Jha, 2014) . According to Kotler and Armstrong (2012) Decision making is a process of selecting the best alternative as a solution to every problem we face. We can make decisions using any approach. It is not wrong if we use human judgment in the decision-making process because there is knowledge that governs it, while the important thing is that we should always involve God in every effort to find our solution.
As Muslims, we believe that every problem comes from Allah SWT, and it must be for Him that we return all decisions. As best as the method we use, as good as the data analysis we do, it is certain that Allah SWT knows more about what is best for us (Khasanah, 2018) .
There are five internal factors that are relevant to the individual decision making process.
First, motivation, an impulse that exists in humans to achieve certain goals. Second, perception, the result of the meaning of someone to the stimulus or event that is received based on information and experience of these stimuli. Third, attitude formation, an assessment that is in someone who reflects the attitude of likes/dislikes something. Fourth, integration is a unity between attitude and action. Integration is a response to the attitude taken. Feelings of love will encourage someone to pay zakat to an institution of zakat and feelings of dislike will make a person determined not to pay zakat at the institution. Fifth, learning, a learning process carried out by someone after taking a previous decision will later be used to make decisions (Novianto & Nafik, 2014) . Based on the background of the problem and the theory used in this study, the mindset can be summarized in the following scheme model. (2012); Abuznaid (2012) ; Sahloui (2016) Figure 2 . Conceptual Framework
Source: Kotler & Armstrong

METHODS
The research design used in this study was explanatory with a quantitative approach.
Explanatory research according to Sugiyono The type of data used in this study is primary data. Data sourced from respondents directly in this case is the charity giver (muzaki) who paid his ZIS through OPZ. In addition, this study also used secondary data sources to add information and complete data sourced from BPS, Central Hair (2010) stated that the value of CR 7 0.7 included good reliability, while the CR value between 0.6 and 0.7 was acceptable, with noted that the indicator variables showed good validity.
Average Variance Extracted (AVE) Size
denoted the SLF value -and n stated the number of latent variables or constructs used to measure the latent variable. (Hair, 2010) stated that the AVE value ≥ 0.5 indicates adequate convergence. The CR value for each latent variable ≥ 0.7, those were for the MS variable = 0.8467, KMZIS = 0.8343 and PS = 0.8739 (Hair, 2010) states that the value of CR 7 0.7 included good reliability. Noted that the AVE value for each latent variable was ≥ 0.5. that was for MS variable = 0.5288, KMZIS = 0.5082 and PS = 0.5371. Hair (2010) In other words, better understanding of maqashid syariah owned by muzaki, then muzaki will tend to be loyal to the amil zakat agency/ institution.
To find out whether the effect was significant 
Discussion of Results on Structural Equation
Modeling (SEM) Tests were conducted to see whether maqashid syariah (X) had a significant effect on the decision to pay zakat (Y). According to the figure above, the value of t-value was 0.37 which indicated that it was smaller than the t- The results of the study corroborated the inconsistency between the high level of understanding of the muzaki and the act of deciding to pay zakat on the chosen zakat manager.
This was due to the low level of information obtained by muzaki both from muzaki who once paid in the zakat manager and by the officer (amil) who was in the zakat manager. In addition,
promotional materials are things that should be a concern and still need to be improved. Here is the important role of social marketing in order to reach and attract the interest of muzaki and muzaki candidates in Jambi Province. The second test was conducted to see whether maqashid syariah (X) had a significant effect on social marketing (Z). From the figure above, the t-value of 9.75 showed that it was greater than the t- Some studies try to explain the factors that are considered by muzaki in distributing zakat in an amil zakat institution. A study conducted by Jaelani (2008) concluded that the quality of zakat services and social marketing together had a significant effect on the decision to zakat muzaki. Additionally, a study carried out by (Ayuniyyah, 2011) found six important factors and gave satisfaction to muzaki included spending the same zakat, good information from employees, professional employees, easy zakat collection process, zakat distribution, and government certificates. and evaluation of programs designed to influence the acceptance of social ideas to voluntarily accept, reject, modify, and change behavior to improve personal, community welfare and provide value in order to achieve certain behavioral goals in creating a well being society within the framework of Islamic Sharia" (Isnaeni, 2018) . First, the maqashid syariah value towards the decision to pay ZIS in the zakat manager directly did not have a significant effect on the perspective of tawhidi in the episthemology approach. The understanding of maqashid syariah regarding zakat quite well owned by muzaki was apparently not satisfactory because it was not supported by a real act of muzaki in paying ZIS. The belief that by paying ZIS can provide benefits not only for him personally, but also for the family and the community, it was still not accompanied by the behavior of paying ZIS.
Second, social marketing carried out by zakat managers affected by maqashid syariah directly and significantly affected the Tawhidi perspective of the episthemology approach. Maqashid syariah is a reference for zakat managers in conducting social marketing. Everything related to products, prices, locations, promotions, processes and personnel is based on Maqashid Syariah. This gave a motivation for zakat managers to improve the quality of social marketing. It can further increase ZIS fundraising which in the end can provide many benefits for the Ummah in the future.
Third, the decision of muzaki to pay ZIS to select zakat managers was affected by social marketing carried out by zakat managers. Muzaki's assessment of the zakat management of Jambi
Province was quite good. This can be inferred from the mean value of the social marketing variable, which showed a mean greater than three of the scale of five. This was quite a reason for muzaki to pay zakat on the zakat manager. The attitude and nature of trustworthiness, professionalism, openness/transparency and good service from the zakat manager were important judgments for muzaki.
Fourth, by following the steps in Kenny and Baron (1986) , the maqashid syariah variable did not significantly affect the direct decision of muzaki in paying ZIS with a value (t = 1.44 < 1.98). The second stage showed that maqashid syariah had an effect on social marketing mediators with t-statistical values > t-table (10.09 > 1.98).
The third stage showed that the mediator had an effect on the decision to pay ZIS with tstatistics > t- 
